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Local government in the United Kingdom is undergoing a period of transformational change. 
The Modernising Local Government white paper “In Touch with the People” (DETR 1998) 
has instructed local councils to obtain best value in the delivery of local services and this 
includes  re-examining  and  challenging  the  use  of  in-house  support  services.    This  paper 
reports on an exploratory study examining the concept of relationship marketing focusing on 
the  relationship  that  exists  between  Middlesborough  Council’s  laboratory  service  and  its 
customers and to what extent government regulations have affected and changed attitudes and 
behaviours towards each other 
One of the key aims of the research is to challenge the linear nature of the way in which the 
stages of a relationship are considered in favour of a circular model of the development of 
relationships. This examination is set in the context of the “enforced” nature of local authority 
relationships.  
Research findings indicate that the nature of the relationship can been seen as cyclical rather 
than  linear  and  the  nature of the relationship  in  terms  of  social  distance  needs to be re-
evaluated  in  a  context  where  social  distance  itself  remains  a  significant  factor  for  local 
government employees as a mean of avoiding the scrutiny of inter-personal relationships. 
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1. INTRODUCTION AND BACKGROUND TO THE STUDY 
 
Local government in the United Kingdom is undergoing a period of transformational change, 
the  Modernising  Local  Government  white  paper  “In  Touch  with  the  People”  (1998)  has 
instructed local councils to obtain best value in the delivery of local services, this includes re-
examining and challenging the use of in-house support services.  This study examines the 
concept  of  relationship  marketing  focusing  on  the  relationship  that  exists  between 
Middlesborough  Council’s  laboratory  service  and  its  customers  and  to  what  extent 
government regulations  have  affected and changed attitudes and behaviours towards each 
other. 
 
More specifically this work attempts to investigate two key issues that impact on the nature of 
relationship within local government in the UK. Firstly the effect of a key attitude dimension 
–  namely  an  “enforced”  relationship  -  (governed  by  local  government  procurement 
guidelines)  within  which  the  local  authority  customer  is  permitted  to  only  enter  into 
contractual relationships with an “approved” supplier. Secondly, most previous studies of 
relationships  have  expressed the  various  stages  that a  relationship goes through  in  linear 
terms. This suggests that relationships move from the pre-relationship stage (courtship) to the 
long term stage (institutionalisation) (Ford, 1997) or from prospect to partner up a relationship 
ladder (Payne 1994), This study attempts to evaluate a new relationship model in a cyclic 
rather than a linear direction based upon the stages in the relationship. 
 
The laboratory  service was  established in 1968 with the birth of Teesside – a new  local 
government unitary authority in the UK. Subsequently, in 1974, local government reorganised 
and Teesside split into two tiers of local government, Middlesborough Council and Cleveland 
County  Council.  The  laboratory  continued  to  provide  in-house  testing  facilities  to  the 
Highways  Department  for  Cleveland  County  Council  ensuring  that  the  construction  and 
maintenance of all roads and footpaths within the region were laid to a safe and qualitative 
standard.    The  new  County  Council  undertook  responsibility  for  the  delivery  of  major 
highway  projects  throughout  the  region,  building  motorways  and  providing  new  road 
infrastructures to new Council housing estates, thus providing the laboratory service with a 
steady demand for their services. Growth of the service ensued alongside the increasing good 
reputation and image of the unit. The service received the prestigious British quality standard 
B.S.  EN 678 in  1989 awarded  by National  Accreditation  of  Measurement and  Sampling 
(NAMAS) which eventually amalgamated with other accreditation bodies and is today called 
United Kingdom Accreditation Service (UKAS). 
 
The abolition of Cleveland County Council in 1996 resulted in the reorganisation of local 
government  and  the  establishment  of  four  unitary  authorities  within  the  area  – 
Middlesborough Borough Council, Stockton Borough Council, Hartlepool Borough Council 
and Redcar & Cleveland Borough Council.  The laboratory service had operated for many 
years across the districts, disaggregating the County Council in this way posed a problem for 
the  service  in  terms  of  redefining  management  of the unit and  maintaining  good service 
delivery to all four borough Councils. 
 
The four unitary authorities agreed that certain services should not be disaggregated and as 
with  all local  government reorganisations  clear  boundaries  in  relation to  service  delivery 
cannot  always be  achieved  therefore  each  unitary  authority  became a  “lead  authority”  in 
respect of these unique services.  Lead authority arrangement policies were agreed and whilst 
the management of a particular service would be the responsibility of one unitary authority,   3
the  overall  running  costs  would be divided  between  all  four  authorities  and  the  services 
provided to them all would be uniform and non-biased with the “lead authority” assuming 
accountability and disclosure of expenditure to the other three authorities.  The laboratory 
service was assigned to Middlesborough Council under the supervision of the Head of Service 
for  Transport  and  Design  Services  who  assumes  an  overarching  managerial  role, 
encompassing the service in the department’s action plan outlining future strategy, aims and 
objectives of the service aligned to the overall vision and corporate aims of the Council. 
 
The UK Government White Paper “Modern Local Government – In Touch with the People”, 
(DETR  1998)  put  in  place  a  programme  for  the  reform  and  modernisation  of  local 
government in England. The change was needed in local government to: Strengthen the links 
between councils and local people, to deliver high standards for local people everywhere, to 
spread best practice and to tackle serious failure.  
 
Best value is described by the modernising agenda as: “A modern Council – or authority – 
which puts people first will seek to provide services which bear comparison with the best.  Not 
just with the best that other authorities provide but with the best that is on offer from both the 
public and private sectors.  Continuous improvements in both the quality and cost of services 
will  be  the  hallmark  of  a  modern  council,  and  the  test  of  best  value”  (Modern  Local 
Government in Touch with the People: DETR 1998) 
 
Best value is founded on four major concepts: Challenge - why and how a service is being 
provided, comparison – with others’ performance (benchmarking), consult – with users of the 
service and competition – means of securing efficient and effective services 
 
 
2. CONCEPTUAL UNDERPINNING 
 
Traditionally,  marketing  philosophy  encouraged  firms  and  organisations  to  base  their 
activities  on  the  needs  and  wants  of  customers  in  selected  target  markets  and  channel 
resources to meet those needs.  The external environment influenced marketing in terms of 
outlining market forces and restricting factors – legislation, industry agreements, norms etc, 
balancing  and  matching  all  the  ingredients  which  are  to  be  considered  in  a  marketing 
programme has widely become known as the “marketing mix”.  This was primarily developed 
by Borden (1964) who listed twelve elements which should be considered in formulating a 
marketing  programme  however  over  time  marketing  mix  decisions  have  been  simplified 
under four headings known as the “four P’s” they include: Product – the product or service 
being produced, Price – the price charged and terms associated with its sale, Promotion – 
promotion and communication activities associated with marketing the product, Place – the 
distribution and logistics function that needs to be considered when making the product or 
service available.  
 
The marketer who was placed in the marketing department blended the four elements so that 
profits could be optimised.  In recent years the P’s of the marketing mix have become too 
limited and in the context of mega-marketing, defined by Kotler (1986) as adding politics and 
public  relation  expanded  them  to  six  P’s,  although  this  improved  and  updated  the  old 
definition adding a few more items to the list cannot be considered the best way of redefining 
marketing in view of the increasing changes in the complexity of the business environment 
neither does it recognise the essential inter- relationships between the elements of the mix. 
   4
Many academics have criticised the four P’s model. Such criticisms have been expressed by; 
Dixon and Blois (1983), Gummesson (1987), Van Watershchoot and Van de Bulte (1992) and 
Gronroos (1989). 
 
Relationship marketing has been developed, arguably from the early 90s. Christopher et al 
(1994) describes two major considerations of relationship marketing as: 
“first at the macro level, the recognition that marketing impacts on a wide range of areas 
including  customer  markets,  employee  markets,  supply  markets,  internal  markets,  referral 
markets and “influencer” markets such as the governmental and financial markets, and second, 
at the micro level, the recognition that the nature of interrelations with customers is changing.  
The emphasis is moving from a transaction focus to a relationship focus” (Christopher, Payne 
& Ballantyne, 1991) 
 
Gronroos (1989), determines that customer relations are the “cornerstone of marketing” where 
the objectives of the parties involved are met through continual exchanges progressing to long 
established  relationships.    Only  when  the  relationship  is  continuing  and  leads  to  more 
business does the customer become more profitable to the seller.   
 
Ford et al (1998), argue that:  “the marketing function in a business company is frequently 
evaluated on the basis of the volume of sales it makes and the profit margins….”  They go on 
to state that these factors “provide an inadequate view of marketing’s function” and that “an 
emphasis on short-term sales or profit can actually divert the company away from building the 
long-term relationships that are necessary to enhance and exploit its technologies and to build 
future sales volume”. 
 
Cram  (1994)  defines  relationship  marketing  as:  “the  consistent  application  of  up-to-date 
knowledge of individual customers to product and service design which is communicated 
interactively, in order to develop a continuous and long term relationship, which is mutually 
beneficial” 
 
As relationship marketing has developed conceptually, various models have been suggested 
as a means of explaining the concepts. Such models include; Payne (1994) who defined the 
“advocate” rung on the ladder of loyalty. The six markets model of Christopher, Payne and 
Ballantyne  (1991  revised  by  Peck  (1996).  Gummesson  (1999)  developed  a  rather  more 
complex framework to convey the complex reality of relationship marketing. He identified 30 
separate relationships and categorised them into a series of groups: 
 
A significant area of relationship marketing theory to date is the perceived existence of a 
series of stages within the relationship typically moving from “loose” relationships to “tight” 
relationships. An analogy is often made with the human relationship (Tynan 1997), moving 
along a linear continuum form “courtship” to “institutionalisation”. Such theory is typified by 
Payne’s “Relationship Ladder” where the relationship moves from Prospect to Customer to 
Client to Supporter to Advocate and ending with Partner (Payne 1994). A similar approach is 
taken  by  Ford  (1997)  whose  five  stages  are  described  as:  pre-relationship,  early  stage, 
development stage, long-term stage and final stage 
 
The concept of the “internal” customer was discussed by Gummesson (1999) explaining the 
dependency between different functions in a company.  It requires vertical interaction and 
inter-hierarchical dependency.  The notion of the internal customer brings customer-supplier 
relationships  into  the  company.    It  also  requires  employees  to  see  other  employees  as   5
customers who receive deliveries of services etc.  Usually an employee fulfils the role of 
being both a recipient of something as an internal customer and to deliver something in a 
value-added state to another internal customer.  Only when the customers are satisfied – and it 
is satisfied customers that count whether these are internal or external – a job is completed.  
He comments that: 
“common sense tells us that the outcome to external customers cannot be satisfactory 
if the internal customer relationships and collaboration are walking along with a limp” 
 
In  the  value  chain  the  customer is  an  external  end  user of a  firm’s  output, in  the  value 
constellation the customer is part of the process, a co-producer, and not just an end user. 
 
The relationship marketing concept has been extended to embrace the not for profit sector. 
Drucker (1990) has suggested that  
“The typical non-profit has so many more relationships that are vitally important. Every non-
profit organization has a multitude of constituencies and has to work out the relationship with 
each of them” .  A number of frameworks have been put forward to categorize the parties 
involved  in  not-for-profit  organizations.    Bruce  (1995)  sets  them  into  four  groups: 
beneficiaries,  supporters, stakeholders  and regulators. Kotler and Andreasson  (1996)  have 
four groups of “publics”: input publics, internal publics, intermediary and consuming publics.   
 
McCort  (1994)  also  demonstrates  how  many  of  the  challenges  facing  not-for-profit 
organizations can be met through  a relationship marketing approach.  As such a strategy 
stresses mutually beneficial relationships rather than a single transaction this may overcome 
the unwillingness of some not-for-profit organizations to accept marketing.   Arnett, German 
and  Hunt  (2003)  suggest  organizations  could  improve  relationship-marketing  success  by 
strengthening the ties between the organisation and the identities people find important.   
 
 
3. RESEARCH METHODOLOGY 
 
The aim of the research was to test the hypothesis that: The “enforced” model is circular 
rather than linear. Theorists of relationship marketing, as previously stated, have derived the 
concept  that  stages  in  a  relationship  move  in  a  linear  direction  e.g.  from  courtship  to 
institutionalisation.  Testing this hypothesis will result in evidence that will either support 
such  a  concept or reveal  new evidence which  shows  relationships  move  in a  cyclic  way 
whereby  internal “enforced” customers who act in an opportunistic manner will return to 
using the service and enter the cycle again at an advanced stage. 
 
The study undertook primary exploratory research using a qualitative empirical approach in 
the form of unstructured in-depth interviews. An exploratory study using interviews in this 
way can be helpful to find out what is happening and to seek new insights; this kind of 
interview has also been labelled as an “informant interview”.  The interview was recorded 
allowing the researcher to analyse the data in detail and draw out key themes.  The researcher 
acted as a complete observer, remaining impartial and non-biased to the interviewee.  In total 
five  depth  interviews  were  conducted  with  the  sample  of  respondents  being  chosen 
judgementally  and  the  sample  included  both  internal  and  external  customers  of  the 
organisation. 
 
The exploratory research was then augmented by a series of semi-structured interviews based 
on the exploratory research.  The researcher used a list of themes and questions to be covered   6
but these did vary from interview to interview depending on the organisational context that is 
encountered in relation to the research topic. 
 
The researcher used purposive sampling. This form of non-probability sampling conformed to 
certain criteria in this case study; interviewing customers of the laboratory service provided a 
sample quota whose views are relevant and representative to the study.   The researcher was 
able to analyse the data from these interviews by merging related data drawn from different 
transcripts  and  identify  key  themes  for  further  exploration,  drawing  and  verifying 
conclusions.  At  this  stage  some  seventeen  interview  were  conducted  from  the  population 
(126) of the organisations customers 
 
The researcher then conducted descriptive research using a postal questionnaire to all internal 
and  external  customers  (126)  –  using  a  census  ensured  that  the  study  was  completely 
representative.    Using  the  key  themes  from  the  semi-structured  interviews  formed  a 
questionnaire  containing  important  and  relevant  closed  questions  having  been  tested  and 
piloted first to identify ambiguities or possible misinterpretations.  Statistical analysis was 
undertaken using Statistical Package for the Social Sciences (SPSS). 
 
The use of exploratory, descriptive, qualitative and quantitative research allowed triangulation 
to take place and enabled the researcher to use different data collection methods within one 
study and increase the validity of the study.  
 
 
4. INDICATIVE FINDINGS 
 
Middlesborough  Council  implemented  a  procurement  strategy  in  September  2001 
(Middlesborough Council 2001). This document sets out a framework for the selection of a 
partner following the European Community Public Procurement Directives, Standing Orders 
and Financial Regulations.   
 
The debate continues within the public sector about contracting-out public services, Darwin et 
al (2000) suggests that in the early period of the contract relationship the clients confidence in 
the ability of the contractor’s ability to do the job was questionable because the client felt the 
contractor  did  not  understand  the  authorities  special  requirements  with  regard  to  service 
provision,  this  meant  that  client  officers  operated  in  a  transactional  manner,  monitoring 
closely  the  work  of  the  contractors  and  issuing  defaults,  moving  towards  an  aggressive 
transactional approach.  Barrow (2001) argues that “there is no need for a political process in 
delivering services, it is simply a matter of professional procurement” and goes on to describe 
how politicians should hire the best professionals to deliver what the customers and voters 
want. 
 
Public private partnerships offer the potential to accelerate the improvement of public services 
through providing access to resources, expertise and economies of scale, however Morley 
(2002)  warns  that  many  public  and  private  sector  organisations  find  it  difficult  to  work 
effectively together because of cultural differences. He suggests:  
“ like a marriage, how partners will work together is difficult to predict with certainty 
at the start.  Successful partnership working hinges on mutual trust and understanding, 
which develops only with effort over time” 
   7
The risks associated with partnership working do include damaging the council’s reputation if 
negative  perceptions  are  generated  because  the  partner’s  performance  does  not  meet 
expectations.    Morley  (2002)  suggests  the  success  of  a  partnership depends  as  much  on 
mutual faith as it does on anything that can be put on paper “it is hard to take risk in the 
absence of trust.  The greater the risk the more important the relationship will be and the 
higher the management level that must be involved” (Morley 2002). 
 
Table 1 -Relationship Compared to Considering Using an Alternative Service Provider 
    Alternative    Total 
      Yes  No   
Relationship  Courtship  1  2  3 
   Engagement  3  2  5 
   Marriage  5  23  28 
   Institutionalisation  5  3  8 
   Trial Separation  1  1  2 
   Other    2  2 
   Casual    1  1 
Total     15  34  49 
 
Table1 shows that 15 respondents who are internal “enforced” customers have considered 
using an alternative service provider, compared with 34 respondents who have not considered 
using an alternative service provider.  Interestingly 8 respondents consider themselves to be at 
the institutionalised stage of their relationship with the laboratory, 5 of those respondents have 
considered using an alternative service provider. 
 
 
5. CONCLUSIONS AND IMPLICATIONS 
 
Danger lurks in the external market place, stalking, seduction, rape and prostitution are all 
metaphors, which can be used to describe the full range of business relationships that occur, 
and  often  leave  one  party  bewildered,  confused  and  in  extreme  cases  render  companies 
bankrupt!  Those customers who used an alternative service provider should be aware of the 
dangers  in  seeking  a  new  partner.  The  research  findings  revealed  that  customers  in  fact 
returned to using the laboratory, only one customer was still thinking of a trial separation. The 
proposed new model highlights the direction and movements of those previously “enforced” 
customers who used an alternative service provider and are depicted in Figure 1 overleaf. The 
researchers propose a new and different hypotheses which suggests: “You can only maintain a 
monogamous  relationship”  and  although  the  model  shows  “short  affairs”  with  different 
companies where commitment and trust may not exist and can be described as “one night 
stands” - acting in a transactional manner, the journey finally ends with one dyad where both 
parties maintain effort to enhance and build a relationship and bond that will last long into the 
future.   
 
Continuing the “arranged marriage” theme, the lure for customers to be promiscuous proved 
ineffective within this study.  11 respondents who had considered using an alternative service 
provider remained faithful.  Closer examination of the reasons given for not choosing another 
provider was influenced by the benefits received within the existing relationship e.g. local 
knowledge, quality and impartiality. 
 
Reluctance  to depart  from  the  existing internal  relationship  may  be as  a  result of  ethical 
considerations,  continuing  with  the  established  supplier  who  is  perceived  as  “tried  and   8
tested”.  Good  audit  procedures  exist  and  accountability  is  clear,  venturing  into  new 
partnerships will inevitably require new audit trails and new monitoring procedures. 
 
The above discussion of the nature of both a monogamous and the “short affairs” relationship 
types may be in danger of being a too simplistic analysis of the nature of the relationship. It is 
conceivable that a portfolio of relationships might exist from any one of the partners in a 
relationship with, for example, one supplier being in a monogamous relationship with the 
customer  whereas  with  another  supplier  may  be  quite  simply  “playing  the  field”  in  a 
transactional and short term approach. 
 




The establishment of relationships over time has been evaluated by Ford (1980) conditioned 
by three factors: experience, uncertainty and distance.  Historically Ford (1980) theorised that 
the establishment of long term relationships required parties to reduce distance between them 
in terms of social, cultural, geographical, technological and time factors 
 
The  perceived  need  for  local  authority  officers  to  maintain  social  distance  in  external 
relationships is a requirement necessary to avoid accusations of collaboration and ultimately 
the possibility of corrupt practices.  Such a perceived need to maintain social distance is by no 
means exclusive to relationships in the public sector. Such reluctance may occur whenever 
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relationship.  However,  the  long  –held  traditions  of  the  public  sector,  including  such 
procedures as sealed-bid pricing and mandatory multiple quotations will inevitably tend to 
mitigate against a relationship approach. Thus the new way of thinking is suggested in this 
paper could be seen to be a reversal of Ford’s theory and perhaps an important reason why 
internal customers chose to remain within the “arranged marriage” - feeling comfortable and 
at ease with the close social distances existing within their own organisation, thus avoiding 
scrutiny of inter  – personal relationships with  external  organisations and  the  necessity to 
maintain social distance. 
 





Academic research has examined the stages and development of relationships over a period of 
time and have established that relationships progress in a linear direction, (Payne, 1994; Ford 
1980; Cram 1994) however the research findings in this study clearly indicate that when 
mapping and plotting the stages of the relationship based on the information received the 
analysis shows they move in a cyclical direction and therefore the findings do not reflect 
academic theory that relationships move in a linear direction.  The results of the questionnaire 
showed that following a period of “promiscuity” or “freedom to choose” stage in seeking best 
value,  internal customers  either remained  loyal  and  continued to  use the existing service 
provider or had “short affairs” with an alternative provider but then returned back to using the 
original  service  provider,  suggesting  that  the  stages  of  a  relationship  move  in  a  cyclic 
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Suggested reasons for this behaviour are based upon the assumption that local government 
officers are comfortable with using in-house services, ethical considerations and the need for 
officers to remain accountable and transparent are all seen as forces in favour of remaining 
with  the  existing  provider.    Ford  (1980)  theorised  that  distances  were  minimised  when 
relationships became strong, secure and long term, this research concludes that in the public 
sector the desire to maintain a social distance  is a pre-requisite for a relationship with a 
private  organisation  in  order  to  safeguard officers  from any  accusations of corruption  or 
collaboration. 
 
The researchers accept that this study cannot provide full clinical proof of a cyclic model but 
further research within the public sector context will enable writers to probe and investigate 
the possibility of applying a similar model to public organisations undergoing similar strategic 





Arnett, Dennis B., German, Steve G and Hunt, Shelby D. (2003), “The identity salience model of  
relationship marketing success: The case of non-profit marketing”, Journal of Marketing, 67 (2), 89- 
105 
Barrow, C., (2001), Public Services – Putting the Customer First, Local Government First, Issue 85 
Borden, N.H., (1964), The concept of the marketing mix, Journal of Advertising Research, v4, (June), pp. 2-7 
Bruce, Ian (1995), “Do Not-for-Profits Value their Customers and their Needs?” International  
Marketing Review, 12 (4), 77-84 
Christopher,  M.,  Payne,  A.,  and  Ballantyne,  D.,  (1991),  Relationship  Marketing,  Oxford,  Butterworth 
Heinemann 
Cram,  T.,  (1994),  The  Power  of  Relationship  Marketing:  Keeping  Customers  for  Life,  London,  Pitman 
Publishing 
Darwin,  J.,  Duberley,  J.,  Johnson,  P.,  (2000),  Contracting  in  ten  English  local  authorities:  preferences  and 
practices, The International Journal of Public Sector Management, v13, n1, pp. 38-57 
Department of the Environment  Transport and the Regions (DETR), (1998), Modern Local Government: In 
Touch with the People, London, DETR 
Dixon, D.F., Blois, K.J., (1983), Some Limitations of the 4Ps as a Paradigm for Marketing, Marketing Education 
Group Annual Conference, Cranfield School of Technology, Cranfield, (July) 
Drucker, Peter (1990), Managing the Nonprofit Organisation, Oxford, Butterworth Heinemann. 
Ford, D., (1980), The Development of Buyer – Seller Relationships in Industrial Markets, European Journal of 
Marketing, v14, n5/6, pp. 339-354 
Ford, D., (1997), Understanding Business Markets (2
nd Ed), The Industrial Marketing and Purchasing Group, 
London, The Dryden Press 
Ford, D., Gadde, L., Hakansson, H., Lundgren, A, Snehota, I., Turnbull, P., and Wilson, D.,  (1998), Managing 
Business Relationships, Chichester, Wiley  
Gronroos,  C.,  (1989),  Defining  Marketing:  A Market-Orientated  Approach,  Journal  of  Marketing,  v23,  n1, 
pp.52-60 
Gummesson,  C.,  (1987),  The  new  marketing  –  developing  long-term  interactive  relationships,  Long  Range 
Planning, v20, n4, 1987, pp. 10-20 
Gummesson, E., (1999), Total Relationship Marketing, Rethinking Marketing Management: From 4Ps to 30Rs, 
Oxford, Butterworth-Heinemann 
Kotler, P., (1986), Megamarketing, Harvard Business Review, (March-April), pp. 117-24 
Kotler, Philip and Andreasson, Alan R. (1996), Strategic Marketing for Nonprofit Organisations, 5
th  
Edn, Prentice Hall, Englewood Cliffs, N.J. 
McCort, Daniel J. (1994), “A Framework for Evaluating the Relational Extent of a Relationship 
Marketing Strategy: The Case of Nonprofit Organisations”, Journal of Direct Marketing, 8 (2), 53-65 
Middlesbrough  Council,  (2001),  Procurement  Strategy,  Cabinet  Report-11
th  Sept,  Middlesbrough, 
Middlesbrough Council 
Morley, M., (2002), Risk and Rewards in PPP’s, Local Government First, Issue 103 
Payne, A., (1994), Relationship Marketing – Making the Customer Count, Managing Service Quality, v4, n6, pp. 
29-31   11
Peck, H., (1996), Towards a Framework for Relationship Marketing - The Six Markets Model Revisited and 
Revised, Marketing Education Group Conference (MEG), University of Strathclyde, 8th-12th July 
Tynan,  C.,  (1997),  A  Review  of  the  Marriage  Analogy  in  Relationship  Marketing,  Journal  of  Marketing 
Management, 13, p. 695-703 
Van Waterschoot, W., Van den Bulte, C., (1992), The 4P classification of the marketing mix revisited, Journal 
of Marketing, v56, (October), pp. 83-93 Textos para Discussão do DGE 




Nº M-15/2004  As organizações não governamentais de ambiente (ONGA’s) em Portugal 
- Arminda do Paço 
 
Nº M-14/2004  Dificuldades das organizações no apoio a projectos culturais 
- Elaine Assayag, Paula Gomes e Paulo Motta 
 
Nº M-13/2004 O uso do Marketing nas organizações religiosas
- Maria Madalena Abreu
 
Nº M-12/2004  Análisis de la representatividad de las secciones electorales: Un estudio 
longitudinal 
- Félix Martín Delicia, Francisco Rondán Cataluña e José Hernández Mogollón 
 
Nº M-11/2004  A orientação para a marca no sector não lucrativo, obrigação ou opção? 
- Paulo Duarte e Mário Raposo 
 
Nº M-10/2004  La orientación a largo plazo en las relaciones socio – cooperativa: Análisis 
preliminar del sector agroalimentario de Aragón (España) 
- Jesús Cambra Fierro e Ana Fuster Mur 
 
Nº M-09/2004  Propuesta de una escala para medir el grado de  orientación al mercado de las 
cooperativas agroalimentarias españolas 
- Jesús Cambra Fierro e Ana Fuster Mur 
 
Nº M-08/2004  Market orientation in the non-profit sector: a resource dependence perspective 
- Isabel Maria Macedo e José Carlos Pinho 
 
Nº M-07/2004  Quality evaluation in healthcare services based on the customer-provider 
relationship 
- Vasco Eiriz e José António Figueiredo 
 
Nº M-06/2004  Satisfacción con los cursos de verano: un análisis exploratorio 
- Mercedes Marzo Navarro, Marta Pedraja Iglesias e Maria Rivera Torres 
 
Nº M-05/2004  Orientación al mercado y performance en las organizaciones públicas. Un 
estudio en el ámbito de los gobiernos locales españoles 
- Amparo Crevera Taulet 
 
Nº M-04/2004  Diferencias en la determinación y percepción de la realidad para la actuación 
pública mediante cuestiones de respuesta cerrada y abierta: Teoría y práctica 
- Ramón Álvarez Esteban, José Luis Burguete e Pablo Gutiérrez Rodríguez 
 
Nº M-03/2004  Supply chain relationships in local government in the United Kingdom: Na 
exploratory study 
- Terry Robinson e Lesley Jackson 
 Nº M-02/2004  Marketing territorial: Um instrumento necessário para a competitividade das 
regiões rurais e periféricas 
- Anabela Dinis 
 
Nº M-01/2004  A natureza do Marketing do ensino superior público português: Análise 
exploratória 







Nº E-05/2003  A Avaliação do Capital de Risco segundo a Teoria das Opções 
- Paulo Peneda Saraiva 
 
Nº E-04/2003  Microeconomia simplificada para iniciantes dos curso de gestão, economia e 
marketing 
- Carlos Osório 
 
Nº E-03/2003  O canal do crédito, o sobreendividamento e as crises económicas 
- José Alberto Fuinhas 
 
Nº E-02/2003  Housing Market in Portugal revisited: a spatial analysis for 275 counties 
- Pedro Guedes Carvalho 
 
Nº E-01/2003  Giz e tecnologias de informação e comunicação:uma avaliação de um ano de 
Microeconomia (I & II) para três licenciaturas 





Nº 11/2002 Competitive Balance in the Portuguese premier league of professional soccer 
- António Marques 
 
Nº 10/2002 Risco de Perda Adicional, Teoria dos Valores Extremos e Gestão do Risco: 
Aplicação ao Mercado Financeiro Português 
- João Monteiro 
- Pedro Marques Silva 
 
Nº 08/2002 Alguns considerandos sobre o canal do crédito 
- José Alberto Fuinhas 
 
Nº 07/2002 Externalities of the Microsoft’s Network Goods 
- João Leitão 
- Carlos Osório 
 
Nº 06/2002 A admissibilidade teórica do canal do balanço 
- José Alberto Fuinhas 
  
Nº 05/2002 A admissibilidade teórica do canal do crédito bancário 
- José Alberto Fuinhas 
 
Nº 04/2002 O canal do crédito e a política monetária 
- José Alberto Fuinhas 
Nº 03/2002 Parcerias estratégicas da banca portuguesa em portais digitais 
- João Leitão, Carlos Osório e Daniela Gomes 
(Publicado na Revista Portuguesa e Brasileira de Gestão, Volume 1, N.º 3, Outubro/Dezembro de 
2002, INDEG/ISCTE e Fundação Getulio Vargas, Lisboa) 
 
Nº 02/2002 Os canais de transmissão da política monetária 
- José Alberto Fuinhas 
 
Nº 01/2002 O canal do crédito bancário na economia portuguesa: análise econométrica do 
período de 1977 a 1998 






Nº 12/2001 Housing and Labor Markets Connections: recent developments in the 
portuguese economy 
- Pedro Guedes Carvalho 
 
Nº 11/2001 Desenvolvimento Rural na Sociedade do Conhecimento 
- Pedro Guedes Carvalho, João Leitão e Andrea R. Silva 
(Publicado na Revista Portuguesa e Brasileira de Gestão, Volume 1, N.º 2, Julho/Setembro de 
2002, INDEG/ISCTE e Fundação Getulio Vargas, Lisboa ) 
 
Nº 10/2001 A gestão do portafólio de títulos e a eficácia do canal do crédito bancário 
- José Alberto Fuinhas e José R. Pires Manso 
(Publicado na Revista de Gestão e Economia, nº2, DGE/UBI, Janeiro 2002) 
 
Nº 09/2001 Digital Challenges for the Small and Medium Enterprises of the Textile and 
Clothing Industry in Portugal 
- Carlos Osório e João Leitão 
(Publicado na Revista de Gestão e Economia, nº2, DGE/UBI, Janeiro 2002) 
 
Nº 08/2001 Aluguer e Venda de Bens Duráveis em Caso de Monopólio 
- Carlos Osório e Paulo Maçãs 
 
Nº 07/2001 A Dinâmica dos Termos de Troca e da Balança Comercial: Curva S na 
Europa? 
- Alda Rito, Alexandra Ferreira e Tiago Sequeira 
(Publicado na revista Prospectiva e Planeamento, Departamento de Prospectiva e Planeamento, 
Ministério do Planeamento, vol.7, 2001, pp. 187-230) 
 
Nº 06/2001 A Determinação do Preço dos Bens Duráveis em Duopólio 
- Carlos Osório, Paulo Maçãs e João Leitão 
  
Nº 05/2001 Crescimento Económico no Pós-guerra: os Casos de Espanha, Portugal e 
Irlanda 
- Tiago Sequeira 
 
Nº 04/2001 O Comércio Ibérico e o Comércio Portugal-UE: que diferenças? 
- Ricardo Pinheiro Alves 
 
Nº 03/2001 Universidade e Protecção da Propriedade de Activos Intelectuais: 
Fundamentos Económicos e Aspectos Críticos 
- Alcino Couto 
 
Nº 02/2001 Marketing Interno: Uma Abordagem Teórica 
- Mário Franco, Luís Mendes e Anabela Almeida 
 
Nº 01/2001 O Efeito da Publicidade Experimentável na Fixação do Preço dos Bens 
Duráveis 
- Carlos Osório,  Paulo Maçãs e João Leitão 
 
 